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Congratulations, Your efforts on reducing out of stocks 
on Select Light styles are paying off. Keep up the good 
work. This is one of our key objectives for 1994 
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■ Listed below are the basic requirements, rationale and implementation of provisions related to 
pricing. As you will note, these provisions differ greatly from those associated with our Co- 
Marketing Promotion Accrual Program. RJR may not have the everyday low price brand, yet the 
retailer may still qualify for our merchandising agreement if certain elements of fair play exist. An 
exact match up of competitive price points is not a requirement for participation in RJR 
merchandising programs. 

As stated in earlier correspondence, any decision related to pricing is a retailer decision. 


Merchandising Contract - Basic Requirements: 


• Comply with merchandising elements specified. 


"Distribution of all RJR brands in all price tiers as required." 


Provide RJR equal opportunity with its competitors to place temporary display and 
temporary price/promotion signage as required. 


• Agrees that restricting RJR's ability to display, promote or distribute RJR brands, or ability 
to compete equally with other tobacco companies in all areas at retail will result in 
termination of merchandising contract. 


Rationale: Before retailer can receive the benefits of RJR merchandising program, he must 
carry an appropriate low-end brand from RJR, give it a fair mark-up as compared 
with comparable competitor low-end brands in the store and, if necessary, allow RJR 
to promote to the lowest price point in the store. If these conditions are not met, our 
merchandising monies are not well spent and our competitive interests are better 
served by using these monies for meeting competition buy-downs at the low-end. 


Implementation of Pricing Provisions: 

• Retailer must carry MONARCH, BEST VALUE or a private label if requested. If retailer 
refuses, he's disqualified. 


• If retailer marks up RJR brand by more than markup amount on competing brand, retailer 
is disqualified. 

• if retailer doesn't allow RJR to promote to level of the lowest everyday price in the store, 
retailer is disqualified. 

• Retailer may qualify for merchandising program even though his everyday price for a 
competing brand is lower than his everyday price of RJR brand. 

• Pricing of our brands and competitor brands is retailers decision-not ours. We can 
suggest pricing for our brands, but we cannot have an agreement with retailer about his 
selling price and cannot require him to take our suggestions. 

• If competitor brand is at lower price point than RJR brand do not suggest to retailer that he 
increase price of competitor's brand. Suggestions/recommendations about pricing should 
be limited to our brands. 


• Administer on a consistent, even-handled basis, 
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A few words from the Senior CAM 
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This year I will complete 27 years of 
service with our company. As I 
look back to the beginning (1967) of 
my career it is almost astounding 
how many things have changed with 
regard to our business and the 
way we work; 

► In 1967 the price of a carton of 
WINSTON was $ 3.90. 

► Our brands included CAMEL 
Regular and Filter, WINSTON King 
and Box, SALEM King, and TEMPO. 
We also sold Price Albert, Carter 
Mall, Madeira Gold, plug tobaccos 
and cigarette papers. 

► There were no merchandising 
contracts. We simply supplied 
carton merchandisers and took the 
top shelf as a business 
consideration. 

► Display payments consisted of 3 
packs free with a 30 pack display. 

However, there remains one 
constant when comparing the way 
our Sales Force worked in 1967, and 

the way we work today. that is 

the level of competency and 
service we provide to our 
customers. 

In 1967 we were considered the best 
company with regard to providing our 
customers with programs and 
products that sell, merchandisers 
to sell from, and solid support of 
those products. Back then, we were 
the only company that provided the 
Guaranteed Sate of any of our 
brands, both new and established. 
We were also the only company that 
rotated our brands on a consistent 
basis, and removed from retail those 
items that were deemed unsaleable. 


Although a multitude of changes 
have taken place during that time, 
we still take pride on being the best 
in our field. We're now the Category 
Expert to our customers. We 
continue to provide many valuable 
services to those customers. As was 
the case 27 years ago, our 
competition falls far short in this 
area. 

As you make your sales calls each 
day, please keep in mind the impor¬ 
tance of maintaining the extra edge 
that we all have with RJR;...the 
level of competency we bring to the 
job along with the level of service 
we provide to our customers. 

That's a great combination! 


RJR and Public 
Warehouse 
Closed on Friday 
April 1,1994 

In observance of Easter, R. J. 
Reynolds headquarters and our 
public warehouses in New Jersey 
which service all our direct 
accounts will be closed on April 
1st. Even though we will be 
closed on Friday, our order 
department Voice Mail system will 
be operational to accept orders for 
shipment Tuesday, April 5th and 
after. Monday, April 4, 1994 will 
be a normal work day for 
Customer Services. 


SIS . Reporting Period 
March 

February 28 - April 1,1994 
5 weeks 


Mr. Meant - To has a comrade, 

And his name is Didn't - Do; 

Have you ever chanced to meet them? 
Did they ever call on you? 

These two fellows live together 
In the house of Never - Win, 

And I'M told that it is haunted 
By the ghost of Might - Have - Been 

— Benjamin Franklin 


Ul 
M 

co 

Ul 
CjJ 

Ul 
00 

The Stock Market: (at close 3/23/94) 

RJR NABISCO BY* 


Next Company Holiday 
Friday. April 1 
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1099 Reporting 


VPR GUNS 

Repair Service 


To confirm the position of the RJR 
Tax Department, please note the 
following information as it pertains 
to the 1099 Tax Reporting of the 
Co-Marketing Fund: 

• Corporations are exempt 
from 1099 reporting; 
therefore, any tax reporting 
of the RJR Co-Marketing 
Program would not apply to 
retailers that are 
incorporated. 


Should a VPR gun become 
jammed or need repair, return it 
immediately to your division office 
or the ROU. You will be supplied 
with replacement and the 
defective unit will be repaired. At 
no time are you to disassemble a 
gun or use VPR labels other than 
those from Monarch Marking 
System, This will void our service 
agreement which will result in you 
being charged $65.00. 


• Individual proprietorships 
that participate in the RJR 
Co-Marketing Program will 
be included in 1099 
reporting as stated in the 
law. 

• Reportable charges for 
1099 purposes include 
items purchased from the 
retailer at their costs (which 
may include beverages, 
sandwiches, gasoline, or 
other products provided to 
consumers). These 
charges must be reported 
according to law since they 
essentially constitute an 
item of income to the 
retailer. 


Forsyth Tobacco 

reduce its off invoice 
allowance on all 
products. 

Effective with shipments on April 
4,1994, Forsyth Tobacco Products 
is reducing its off invoice 
allowance on all private label 
products by $ .30 per carton. 

If those retailers you service do 
not have an off invoice rebate on 
their forsyth private label, forsyth 
will make the appropriate 
reduction form their monthly 
rebate and you need to make no 
adjustment to their pricing. 


MARCH 1994 
Pick Up Codes 

Retail Wholesale 

Full Price E F 

Savings B D 


DEATH and TAXES 

Tax his cow, 

tax his goat, 

Tax his pants, 
tax his coat, 

Tax his crops, 
tax his work, 

Tax his tie, 

tax his shirt, 

Tax his chew, 

tax his smoke; 

Tax his tractor, 
tax his mule, 
Teach him taxes 
are a rule, 

Tax his oil, 

tax his gas, 

Tax his notes, 
tax his cash; 

Tax him good, 

and let him know 
After taxes, 

he has no dough. 

If he hollers, 

tax him more; 

Tax him 'til 

he's good and sore. 
Tax his coffin, 

tax his grave, 

Tax his sod, 

in which he lays. 
Put these words 
upon his tomb: 
“Taxes drove me 
to my doom”. 

And after he’s gone 
he can't relax; 
They'll still be after 
inheritance tax! 
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